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論 文 内 容 の 要 旨 
Advertising is considered to be the most useful tool for the companies to promote the sales of 
their products. Through advertising, the companies inform, persuade, and remind target 
markets to buy the advertiser’s offerings. In advertising, the promotional messages of the 
companies are communicated to general public. These messages contain important information 
about service/product’s availability, features, usage and price. Almost all of the companies use 
advertising to provide information about their services/products so that they can influence 
recipients and induce them to purchase advertised products or services. In advertising, the 
content or message displayed to the general public is called advertisement or ad. The 
advertisement can utilize various types and forms of media according to the nature of product, 
available budget, advertisement objectives and target users. The forms of advertisement 
include printed document, newspaper, hoardings, bill boards, magazines, outdoor advertising, 
search results, blogs, mailers, contests, direct mail, text messages, sponsorships, posters, 
 
events, radio, television, internet, audio, video, or a blend of some of these or all of them. The 
advertising industry provides various service to the companies such as creating effective 
advertisements, selecting best media, editing the messages, visualizing the contents, designing 
the layout of advertisement and conducting marketing & advertising research. 
With the passage of time, the media used for advertising has been changed from traditional 
mass media to current online interactive, and personal media. The internet or online 
advertising is considered more effective than traditional advertising in terms of cost and 
(world-wide) reach. Companies use websites where they paste their advertisements on the 
internet. Social media advertising is the main category which has been gaining a wide 
popularity during the recent decade on the internet. In online interactive and personal media, 
social networking websites are considered by the companies as an attractive source because 
they have resulted in huge sales for them. Social media is very popular around the world and 
has a wide reach to the potential customers in the form of interactive and viral means of social 
networking advertising to inform, persuade, and remind the customers about the products and 
services. Through social media, the companies upload advertising contents to attract target 
audience and obtains reviews of regarding their products and services. Another benefit of using 
social media as an advertising media is that the users do not even realize that they are being 
marketed by the companies to promote the product or services and the users also have a 
positive attitude towards social media advertising. Both the small and big businesses use these 
social media websites for advertising their products and services. However, the reach and 
popularity of each social media website is not equal. Hence, an organization has to know the 
popularity of social media sites for cultivating optimum benefit from social media advertising.  
Facebook, from various websites of social media on the internet, is considered as an 
easy-to-use, the most famous, and the most widely spread social media website around the 
globe. Therefore, the discussion of social media advertising is incomplete without Facebook. 
Hence, advertising on the Facebook has got a special attention as a modern advertising media 
in the business world. There are top-20 most popular social media websites in the world which 
include social networking websites of Facebook, Twitter, LinkedIn, Google+, Youtube,  
Pinterest, Instagram, Tumblr, Flickr, Reddit, Snapchat, WhatsApp, Quora, Vine, Periscope, 
BizSugar, StumbleUpon, Delicious, Digg and Viber. However, Facebook is the most popular 
social media website in terms of total number of users and name recognition across all top 20 
most 20 popular social media websites. From all types of social media, facebook is considered to 
be the most attractive media due to its reach, growth, number of users and associated costs. 
With the dramatic development in smartphone devices, almost half of the facebook users have 
converted from desktop version to mobile version around the world and are still increasing in 
 
number. Purchase intentions is an important part of consumer behavior and actual purchase 
decision. Most of the organizations seek the potential customers to engage in positive 
intentions to purchase their products. As the advertising affect purchase intentions of the 
viewers positively, the need to study the impact of mobile facebook advertising becomes crucial 
in explaining the purchase intentions of the viewers.  
Advertising through Facebook can earn a lot for the companies. The Facebook adverting may 
be from website on desktop or from mobile through website or an application. Facebook 
advertisement includes three major types as homepage impression advertisement, organic 
impression advertisement and homepage impression advertisement. “Impression” is the term 
used to understand the working of the facebook advertisement. The term “ impression” refers 
to how many times a post seen, and how frequently users are exposed to that particular 
content. So, the frequency of ads displays on facebook is measured in Impression which is a key 
metric for measuring Facebook performance. Impression reveals how many users an ad is 
reaching and how frequently those users are seeing the ad. Paid advertising on Facebook can 
also drive impressions for a particular advertisement by the marketers. They know the exact 
factors which are important and serve as driving force for a particular brand advertisement 
exposure on Facebook. All mentioned three types of advertising (social impression 
advertisement, homepage impression advertisement and organic impression advertisement) 
are available in both the desktop and mobile versions of facebook advertisement. However, 
mobile facebook advertisements have different look from desktop version due to the size of 
screen and webpage settings.  
Facebook is an important social networking website used by the companies to reach the 
potential customers, to inform, persuade, and remind the users about various products and 
services. The companies can upload their advertising contents to attract target audience and 
obtains reviews of products or services on Facebook because it provides two way 
communication through which marketers avail the opportunity of advertising and customers 
can analyze, react and purchase products or services advertised there. Facebook advertising 
provides a major benefit of global access to the Facebook users who do not even know that they 
are being advertised with a greater impact on their purchase decisions. The Facebook users 
who are exposed to Facebook advertisement have not only positive purchase intentions 
towards campaigns but also share or promote it among their social contacts. Hence, the 
researcher has conducted this research study of Facebook advertising which is very crucial to 
cope the advanced use of technology in business.  
Advancement in the technology and progress in android & windows mobile phones 
(smartphones), the facebook gained more popularity than ever before on desktop version. In 
the desktop version, the users had to sit on desktop computers in home or a place specifically 
 
spared for the use of desktop computers. They also needed electricity cables to be attached with 
the computers in order to run facebook in their desktop computers. However, with the 
invention and advancement of smartphones, running facebook has become an easier task for 
users. Now, the users have to download facebook application in their mobile and can run 
facebook on just one click. Now, they are tension free about the electricity, place and time. The 
advertisement on mobile version of facebook became important for the advertisers and 
organization with the wide use of facebook on mobile phones. Like desktop version of Facebook 
adverting, mobile version of facebook advertising has the similar ways of advertising. The 
major ways of advertising on mobile version of facebook include homepage impressions, organic 
impressions and homepage impressions. All these three types of advertising on mobile version 
have their specific places through which the companies can display their ads on the facebook 
such as users’ News Feeds, friends’ likes, and friends’ experiences. Like desktop version of 
facebook advertisements, mobile version of facebook advertisement also use the term 
“impression” which refers to how many times a post seen, and how frequently users are 
exposed to that particular content to calculate the effectiveness of mobile facebook 
advertisement. Hence, the study of mobile Facebook advertising is really very important for 
the academia, businesses and the end users of services/products. The advertising creates a 
positive attitude towards advertised service/product and ultimately forms purchase intentions 
relating to the advertised products that lead to ultimate purchase by the advertisement 
viewers. Keeping in the view the modern advanced technology world, the researcher assesses 
that Facebook advertisement has positive impact on purchase intentions and it is easier to 
customize advertisements son Facebook than traditional advertising. Mobile Facebook 
advertising may opt the three basic ways of reaching facebook users. These ways are called the 
types or dimensions of facebook advertisement. They are: homepage impression, organic 
impression and homepage impression.  
An advertisement on facebook with the social information of facebook users is called social 
impression advertisement. The term social impression explains the number of times an ad is 
viewed when that advertisement is displayed on facebook with social information such as 
Facebook friends who are engaged with Facebook Page or ad. This type of advertisement is 
appeared on specific places on Facebook which are called “placements” in the right column of 
facebook pages which includes social circle information about a Page, event or app such as 
viewer's friend(s) connected with specific Page, event or app. The effectiveness of this type of 
advertisement is measured in “Social Metrics”. Social Metrics is used to measure Advertising 
Performance if the social context is added to an advertisement. In Social Metrics, there are 
some important elements which needs to be understood before forwarding next in the study. In 
social impressions, social clicks are deemed important which refers to the number of times an 
 
advertisement is clicked with social context such as with information about a viewer's friend(s) 
who connected with your Page, event, or application. This may also be shown in the form of 
percentage (social %). It is interesting to mention here that social impression Ads can also 
appear in both the desktop and mobile versions of facebook advertisement in News Feed at the 
right column. However, mobile applications advertisers can also use Audience Network to show 
their advertisements.  
Organic impression advertisement is a type of mobile facebook advertisement in which the 
advertisement contents are displayed in a user’s News Feed, ticker, or on advertisers’ page. 
This form of advertising is generally from unpaid sources rather than paid sources. In this 
advertisement the organic reach is considered to be the total number of “ unique people” who 
are exposed to the advertisement through unpaid distribution on facebook. It is most usually 
from an organization’s or advertiser’s own facebook pages. In organic reach of an 
advertisement, the sum of post reach won't equal total reach because Pages can reach people 
through content other than posts. For example, if someone visits a Page after searching for it, 
they'll be counted in total reach but not post reach. Also, if someone sees more than one Page 
post, they'll be counted in post reach for each post they see, but they'll only be counted once in 
total reach. Improving organic impressions means making it into News Feeds more frequently 
and optimizing your marketing tactics against Facebook’s EdgeRank algorithm. The focus for 
improving organic impressions should be growing the number of active and engaged fans on 
your page, placing emphasis on shareable content, and limiting the negative feedback of the 
viewers. Paid advertising on Facebook can also drive impressions, for marketers, this 
underscores the importance of understanding what’ s driving brand exposure on Facebook. It is 
interesting to mention here that organic impression Ads can also appear in both the desktop 
and mobile versions of facebook advertisements.   
In homepage impressions mobile Facebook advertising, the companies and advertisers focus 
on entire view of a facebook page. Advertisements through homepage impressions are located 
in the sidebar of Facebook that contain creative content including text and image. Such 
advertisements also provide the viewers an option to access and like the page on which the 
advertisement is actually based. Hence, the advertisers and organizations may set up their 
custom short domain to Buffer homepage where the viewers see their updates. Homepage 
impression advertisement may include the various elements on facebook but are not limited to 
Facebook Pages, Facebook Profiles, Facebook Groups, Linked Twitter Accounts, LinkedIn 
Profiles, LinkedIn Company Pages, and Google+ Pages. It is interesting to mention here that 
homepage impression advertisements can also appear in both the desktop and mobile versions 
of facebook.  
 
Purchase intentions refer to the potential consumers/customers’ intention to purchase a 
specific product or service. It includes all types of stimulus which influence the behavioral 
intentions about the future buying by the customers. Hence, the researcher concludes that 
purchase intention is an important constituent of consumer buying behavior which 
encompasses through desired purchase decisions. Facebook advertisement has a significant 
and direct association with purchase intentions of the potential customers/consumers. If the  
Facebook advertisement offers an aligned match of company offerings with customers’ needs & 
wants more effectively than to traditional advertising. They found a positive and significant 
relationship of Facebook advertisement with purchase intentions of the customers. 
 Country of origin (COO) is the country of ownership of a company from which it is belonged. 
In advertising, the Country of origin (COO) refers to the positive or negative tendency of a 
customer toward a specific product or service according to the ownership country of a company 
which is advertising its products and services. The positive or negative tendency is the result of 
preconceived ideas about the quality of products originating in a specific country. However, 
there is a difference in the impact of COO on consumer buying behavior especially framing 
purchase intentions with respect to socio-economic groups, mixed products (tangible and 
intangible) and services. Country of origin (COO) is also considered as a type of country 
patriotism bias towards domestic products or services over foreign similar products or services 
due to inherent information suckled in the minds of citizens. Hence, the researcher concludes 
that that COO has both the direct and indirect effect on purchase intentions. Hence, both the 
direct and indirect effect of country of origin on purchase intentions needs were analyzed. 
 
Perceived value is the positive evaluation of a product’s or service’s value facets like 
functional value, economic value, emotional value and social value positively perceived by a 
customer by the use of a specific product or service. It is the positive trade-off of benefits over 
sacrifices perceived by a customer by using a specific product and they also considered it very 
important in research in buying behavior and purchase intentions. It is a proved fact that 
perceived value has a significant effect on purchase intentions and consumer buying behavior. 
Hence, both the direct and indirect effect of perceived value on purchase intentions were 
analyzed.  
The current study was conducted to evaluate the impact of mobile facebook advertisements on 
purchase intentions of mobile facebook users in Pakistan. However, this relationship needs an 
exploration of moderating effect of brand origin of a product being advertised on mobile 
facebook advertisement. Country of origin refers to the positive or negative impact of the origin 
of a product where the product is manufactured. However, from the two classification of 
country of origin (COO) as national products and foreign products, the difference between them 
 
was needed to be evaluated which is done in this study. Another important aspect which may 
enhance or reduce the impact of mobile facebook advertisement on purchase intentions is the 
perceived product value. Perceived value of a product refers to the positive trade-off between 
the sacrifices and gains from the purchase of a product. As this moderating impact was needed 
to be studies, the researcher has used perceived value as a moderator between mobile facebook 
advertisement and purchase intentions.  
The researcher gathered the data from the respondents and used advanced statistical 
packages like Statistical Package for Social Sciences (SPSS 21.0 version). The researcher 
collected data through questionnaire form 1015 university students from four major cities of 
Pakistan i.e. Rawalpindi, Islamabad, Lahore and Karachi. The researcher used cluster 
sampling technique for collecting the data from the respondents with four (04) clusters of the 
population. Four cities in which the universities were located, were selected as independent 
clusters for gathering data and 250 respondents were selected as a sample size from each 
cluster. In, cluster sampling, the population was divided into four (04) groups which were 
called “clusters”. The clusters of the current study were four major cities i.e. Karachi, Lahore, 
Rawalpindi and Islamabad. After making the clusters, the researcher randomly selected 
respondents form each cluster as sample.   
The researcher conducted pilot test with 42 questionnaire (respondents) before running the 
main study and revised questionnaire according to the results of Principal Component Factor 
Analysis (PCA) which is a data reduction technique. The questions in the scales of variables of 
Facebook advertisement, purchase intentions, country of origin and perceived value were 
reduced. The variable of mobile Facebook advertisement was subdivided into three variable 
which are: social impression, homepage impression and organic impression. The variable of 
country of origin was subdivided into national products and foreign products. These 42 
respondents were university students who had shopping experience after seeing Facebook 
advertisement on mobile version while keeping perceived value and brand country of origin in 
mind. Overall Reliability Statistics (Cronbach's Alpha) for pilot study was 0.895 which showed 
a greater reliability before running the factor analysis.   
After the data reduction through PCA, overall reliability statistics (Cronbach's Alpha) for the 
questionnaire was 0.891 which showed a greater reliability after running the factor analysis 
and reducing scale items. Hence, the researcher used the reduced items scale for purchase 
intentions, country of origin and perceived value for the main study. After conducting the pilot 
study and getting reduced items scales in questionnaire, the researcher obtained data from 
1015 respondents for the main study. The details pertaining to the main study are discussed in 
the following section.  
 
The results of main study found a strong direct and significant impact of three types of mobile 
facebook advertisements (social impression, homepage impression and organic impression) on 
purchase intentions of the advertisement viewers. The researcher found a positive moderating 
effect of national products on the between mobile facebook advertisement and purchase 
intentions. The Significance value (p=0.000) showed a significant and positive impact of mobile 
facebook advertisements on purchase intentions. The cause and effect relationship was 
confirmed by the standardized beta coefficient (0.575) which was not zero which was also 
confirmed further by t-value which was more than 2. After this, the researcher regressed 
purchase intentions with all the independent variables; homepage impression, social 
impression, and organic impression (Mobile Facebook advertisements) separately in order to 
assess their individual impact on purchase intentions. “ Adjusted R-Squared” value showed 
that 31.5% of deviation from the mean in purchase intentions was explained by the homepage 
impression mobile advertisement. Adjusted RSquared value showed that 26.8% of deviation 
from the mean in purchase intentions was explained by mobile social impression facebook 
advertisement and value of “Adjusted R Square” show that 70.2% of deviation from the mean 
in purchase intentions was explained by the independent variable organic impression mobile 
facebook advertisement. Hence, the researcher concluded that organic impression mobile 
facebook advertisement had the most impact on purchase intentions of the mobile facebook 
users.   
The comparative impact of three types of mobile facebook advertisements showed that 
homepage mobile facebook advertisement had least impact on purchase intentions of the 
mobile facebook users, social impression mobile facebook advertisement had more impact on 
purchase intentions of the mobile facebook users than homepage mobile facebook 
advertisement and organic impression mobile facebook advertisement had the largest impact 
on purchase intentions of the mobile facebook users.  
The results of moderated regression showed that the interaction (moderation) effect of 
country of origin, was statistically significant. The researcher also found a positive moderating 
effect of country of origin between mobile facebook advertisement and purchase intentions. The 
results of moderated regression showed that the interaction (moderation) effect of perceived 
value of product was statistically significant. The researcher also found a positive moderating 
effect of perceived value of a product between mobile facebook advertisement and purchase 
intentions. The study also revealed some areas for future research.  
The comparative moderation effects of country of origin and perceived value showed that 
interaction (moderation) effect of perceived value is greater than the moderating effect of 
country of origin between the relationship of Mobile Facebook Homepage Impression 
Advertisement and Purchase Intentions. The moderating moderation effects of country of 
 
origin and perceived value showed that interaction (moderation) effect of perceived value is 
greater than the moderating effect of country of origin between the relationship of Mobile  
Facebook Social Impression Advertisement and Purchase Intentions. Likewise, the moderating 
moderation effects of country of origin and perceived value showed that interaction 
(moderation) effect of perceived value is greater than the moderating effect of country of origin 
between the relationship of Mobile Facebook Organic Impression Advertisement and Purchase 
Intentions.  
This research study has filled knowledge gap of studying mobile version of Facebook 
advertisements as a business advertising strategy extended the knowledge of mobile facebook 
advertising in terms of three (03) distinct types of mobile version of Facebook advertisements 
which are social impression advertisements; homepage advertisements; and organic 
impression advertisements. This study has contributed to the knowledge of using country of 
origin and perceived value of the advertised products as moderating variable through mobile 
facebook advertising as an important moderating variable which enhanced the impact of 
mobile facebook advertising (social impression mobile version of Facebook advertisements; 
homepage mobile version of Facebook advertisements; and organic impression mobile version 
of Facebook advertisements) on the purchase intentions of the advertisement viewers. The 
current study has added ample knowledge to existing literature in the field of consumer 
research, purchase intentions, advertisement, brand origin and perceived value. This study 
has provided various important theoretical and managerial implications. 
 
 







ェースブック広告に注目し、３つのタイプの広告（homepage impression、organic impression、social 
impression）と購買意図との関係を、先述の２つの媒介変数を含めて考察する。 
 第２章では、独自のモデル構築のもととなる分析枠組と諸変数に関する文献レビューが行われる。こ
こでは特に、なぜ携帯向けフェースブック広告を対象とするのか、また２つの媒介変数がもつ意義と重
要性に言及して、モデル構築の独自性を強調する。さらに、そのモデルに基づき１０の仮説が導出さ
れる。 
 
 第３章では、提起された仮説を検証するための方法論と調査デザインが論じられる。パキスタンの４
都市の大学生1000名を標本規模の目標に、パイロット・テストを実施した後に、本格的調査が行われ
るという流れが示される。 
 次に第４章では、上記の調査デザインに基づき、データ分析とその結果、およびそれに関する議論
が順に展開される。計画されたパイロット・テストに続き、実際には1,015の回答者からのデータが収集
され、回帰分析が行われる。分析の結果、１０の仮説はすべて支持され、期待された相関関係が確認
されたことが示される。特に３つの広告効果が、単独にもまた全体としても働いているとともに、２つの
媒介変数により、消費者の購買意図がよりよく説明されることが示されている。 
 最後の第５章では、本論文の主要な発見事項を要約するとともに、研究の理論的および実践的含意
について議論される。特にマーケターの視点から、モバイル・フェースブック広告をどう活用するのか
についての創造的姿勢が推奨されている。 
 近年急速に普及が進むモバイル・フェースブック広告に注目し、その購買意図への影響を考察する
ための独自のモデルを構築し、それを実証した本論文は、一定の評価に値する。特に３つの広告タイ
プを識別し、その効果を実証した点には意義があるといえる。他方で統計解析の部分については、分
析の過程が必ずしも明示されておらず、また統計の誤用や瑕疵があるなどの課題も残されている。そ
うした課題はあるものの、本論文における意欲的な試みは、一定の評価に値するものである。 
よって、本論文は博士の学位（経営学）を授与するにふさわしいものと判断する。 
